Purpose -This research aims to investigate the behavior of consumers towards the implementation of mobile payment services, factors that can aff ect their attitudes towards this behavior, and how these attitudes transform into intentions.
INTRODUCTION
Today, information technology advancement has transformed the world into a global village. In recent years, the use of mobile phones and mobile technology has increased manifold. This overwhelming increase in the adoption of mobile phones is due to the numerous useful applications and services available on mobile phones which bring convenience to the mobile phone users (Arif, Aslam & Ali, 2016) . The convenience that mobile phones off er is unmatchable by any other technology; hence, they have become an integral part of daily life (Hwang, Shiau & Jan, 2007) .
Among many mobile services, mobile payment service has always been a topic of interest for business practitioners, fi nancial intermediaries, and researchers. Rampton (2016) notes that 37 % of mobile phone users used a mobile phone payment system in 2015, anticipating that more than 4.8 billion mobile phone users would use a mobile phone payment system by the end of 2016. Schierz, Schilke and Wirtz (2010) claim that mobile phone technology advancement is trending towards mobile payment service. Bakker (2016) has mentioned that a delay in the implementation of the necessary infrastructure and consumer disinterest are preventing mobile payment system from achieving mainstream adoption. Moreover, he estimated that in-store mobile payment volume would reach USD 75 billion in the United States by the end of 2016, and USD 503 billion by the end of 2020. Mobile payment systems have also played a prominent role in the developing world (Smith, Anderson & Rainie, 2016) . In Pakistan, many companies offer mobile payment services (e.g. Easy paisa by Telenor, Upaisa by Ufone, Mobicash by Mobilink, and Timepey by Zong), and almost all banks offer branchless banking facilities. According to Arif and others (2016) , since the availability of 3G and 4G services in Pakistan, the demand for smartphones has risen tremendously. Moreover, Pakistan is witnessing an Internet boom with over 30 million broadband and 27 million mobile data users, and 3G/4G services have pushed mobile payment transactions up by fi ve percent to PKR 26 billion in 2015-16 (Ibrahim, 2016) .
All of the above data show that mobile payment services are becoming important for consumers as well as for the economy and also indicate the existence of some diffi culty in introducing these technologies at a faster rate. Therefore, there is a need to examine which factors bring about positive attitudes of consumers towards mobile payment services. Previous studies have provided the limited understanding of the key drivers towards increased use of mobile payment services (Schierz et al., 2010) . Hence, the intent of this study is to identify the dynamics contributing to a positive attitude and intention to use a mobile payment service. Attitudes of consumers towards mobile payment services are assessed through perceived security, perceived compatibility, perceived usefulness, perceived ease of use, and subjective norms. This study empirically tests the signifi cance of newly suggested TAM extensions (subjective norm and perceived security) and provides a complete and tested measurement instrument as a basis for future research. In addition, it may be helpful for managers in advancing and improving their current capability to gain greater acceptance by customers. This paper is organized into six sections. The next section discusses the literature related to consumer behavior towards mobile payment services and the hypotheses of the study. Methodology, including the sampling, data collection techniques, and measurement methods, is discussed in Section 3. Research fi ndings are then presented in the results section, which is followed by implications, and recommendations.
THEORETICAL BACKGROUND
In the literature on information technology and information science, many models have explained the usage of innovation. Among them, the technology acceptance model (TAM) suggested by Davis in 1989 has gained the greatest popularity. Also, the theory of reasoned action (TRA) and the theory of planned behavior (TPB) have been widely used as a research framework to assess the individual's adoption behavior in information technology (Ajzen, 1991; Ajzen & Fishbein, 1980) . TRA is designed to predict human behavior by suggesting that the behavior of a person is infl uenced by behavioral intentions and subjective norm. Intentions capture motivational factors and, as such, refl ect the amount of eff ort people are willing to exert for the intended behavior. TRA was one of the earliest models focused on predicting intentions. TRA comprises two components: attitude towards the performance of a particular act, which is a function of perceived consequences, and subjective norm, which is a function of the signifi cance of the members of reference groups and motivation to act according to their opinions.
An extension of TRA is the theory of planned behavior (TPB), proposed by Ajzen (1991) . TPB added the concept of perceived behavioral control to TRA as a third predictor of intention. By suggesting that behavior is under the sole control of intentions, TRA restricts itself to volitional behaviors, such that behaviors requiring skills, resources, or opportunities not freely available are either considered to be outside the domain of TRA's application or would have poor predictability under it (Fishbein, 1993) . TPB, on the other hand, can predict non-volitional behaviors by using perceptions of control over performance (perceived behavioral control) as an additional predictor. Aside from psychological studies, TPB has been applied and tested in many fi elds, including medicine, education, sociology, business, entrepreneurship, and sports. In the light of marketing research, this theory has been supported by empirical studies predominantly related to consumer decision-making (Pavlou & Fygenson, 2006; Hansen, Jensen & Solgaard, 2004; Taylor & Todd, 1995) . These studies showed a high degree of accuracy in predicting intentions to perform a specifi c behavior (Beck & Ajzen, 1991 ties to engage in a given behavior. The second one, external control, relates to the extent to which individuals perceive that external factors such as time availability and the cooperation of colleagues may hinder or facilitate their behavior (Ajzen, 2002 ).
Yang, Lu, Gupta, Cao and Zhang (2012) posit that TRA and TPB explain how subjective norms and attitude determine individuals' intentions to adopt any innovation or technology. As an extension of TRA and TPB, Davis (1989) proposed the technology acceptance model (TAM). In other words, TAM is grounded in TRA and TPB. TAM replaces the variables of attitude and behavioral control with technology acceptance methods (Bagozzi, 2007) . TAM examines the mediating role of perceived usefulness and perceived ease of use and the relationships between external variables and the probability of information system adoption. The importance of TAM is based on the reliability of the measurement instrument (Pavlou, 2003) , and it helps to explain usage intentions (Venkatesh, 1999 ).
This theory is applied extensively in diff erent studies, such as those on the usage of wireless LAN (Yoon & Kim, 2007) , the acceptance of Internet-based fi nance (Lee, 2009) , and attitudes towards self-service explanations (Dabholkar & Bagozzi, 2002) . TAM can also be used to foresee consumers' attitudes in various settings, as it is useful in explaining consumers' intentions. Hence, we used TAM and extended it with the addition of some other models that are significant to mobile payment facilities acceptance on the basis of prior research. Attitude is a belief that an individual has gained as a result of adopting a specifi c behavior (Ajzen & Fishbein, 1980) . According to TRA, the more positive attitude towards the behavior, the greater the intention to adopt a specifi c behavior. This theory also states that the behavior of an individual is motivated by attitude. TPB theory also explains that intention is a function of attitude (Shih & Fang, 2004) . In previous studies, a positive relationship has been found between attitude and intention to use (Yang & Yoo, 2004; Schierz et al., 2010) . The same structure is adopted in this study; thus, we hypothesize that: (H1) Attitude towards using mobile payment services has a signifi cant and positive relationship with the intention to use mobile payment services.
Hypothesis development
Perceived usefulness is the probability of enhancing job performance through the use of a particular system (Davis, 1989) . Robey (1979) confi rmed that there is a high correlation between perceived usefulness and the actual use of any system. Perceived usefulness in the adoption of mobile services explains how much consumers feel these services to be integrated in their daily life activities (Kleijnen, Wetzels & De Ruyter, 2004 ). According to the diff usion theory of Rogers (1995) , a consumer's willingness to accept an innovation exists only if it provides unique benefi ts. This could be the main reason for the slow diff usion of some mobile applications; that is, they fail in communicating the unique advantages to their potential users. The TAM theory posits that perceived usefulness has a direct eff ect on attitude towards usage (Suh & Han, 2003 According to Davis (1989) , perceived ease of use is the degree to which a person believes the use of a particular system to be free of eff ort. Perceived ease of use is an important driver towards the acceptance of mobile applications (Venkatesh, 2000) . However, there is a need to provide benefi ts which fulfi ll the ease-of-use criterion. A simple and easy payment process with clear symbol and function keys can create the ease-of-use factor in the mind of a consumer (Pagani & Schipani, 2004) ; therefore, we can fi t ease of use in our consumer acceptance model. When it comes to non-users, opinion about ease of use can be one of the factors to infl uence them to accept the use of mobile payment services (Venkatesh & Davis, 1996) . According to the literature discussed above, it can be hypothesized that: (H3) Perceived ease of use of mobile payment services has a signifi cant and positive relationship with attitude towards using mobile payment services.
Innovation in the payment system has gained more importance in consumer research for its potential to generally create risk for customers (Lim, 2003; Mitchell, 1999; Cho, 2004) . In automated services, safety risk has been found to be a serious concern for users (Lwin, Wirtz & Williams, 2007 Subjective norm is defi ned as perceived social pressure to perform or not to perform a certain behavior (Ajzen, 1991 The hypothesized model for the current study is presented in Figure 1 .
RESEARCH METHODOLOGY

Sampling procedure
This study investigated consumer attitude towards the implementation of mobile payment services. For this reason, the users of the mobile applications in Karachi, Pakistan were selected as respondents for this study using convenience based sampling. Online Google forms and hard copies of the questionnaire were used to collect data from the respondents. In total, 415 responses were gathered. During the data screening process for outliers (observations that are distinctly diff erent from other observations), 80 cases were deleted, resulting in 335 usable responses for the analysis. Table 1 shows the demographic profi le of the respondents, with 45.5 % males and 55.4 % females. Some 40.2 % of the respondents were graduates, followed by post-graduates with 34.2 %, while 38.4 % of the respondents lie in the age bracket of 18 to 25. 
Variables and measurement
A highly structured adapted questionnaire was used to collect the responses, with a Likert scale ranging from 1 to 5, where 1 stands for "strongly disagree", 2 for "disagree", 3 represents neutral, 4 stands for "agree", and 5 for "strongly agree". The questionnaire was adapted from Schierz and others (2010), and some items were added based on the following previous research. EFA was used for the formation of the constructs by using SPSS 22.0. According to Raza and Hanif (2013) , factor analysis contracts a large set of data into a small set and brings into line the correlated items. CFA was then performed to obtain the results of model fi tness, and SEM was applied using Amos 22.0 to examine the signifi cance of the latent variable. People who are important to me would fi nd using mobile payment services to be benefi cial.
RESEARCH RESULTS
0.848
People who are important to me would consider using mobile payment services to be a good idea 0.894 should be more than 0.7, and average variance extracted should be above 0.5 (Bagozzi & Yi, 1988) . The results of AVE indicate that there is no problem in the discriminant validity of factors, as the results of AVE measure of each factor is larger than the squared correlation of that factor's measure with all the measures of other factors. Table 3 shows the values of CFA. . R 2 between the independent constructs and attitude towards mobile payment services was found to be 0.83, while that between attitude and intention to adopt mobile payment services was 0.84. The overall results are provided in Table 4 . Marketers should, therefore, communicate the usefulness of the mobile payment technology to consumers as a way of helping improve the consumer attitude towards mobile payment services. As far as the ease of use is concerned, it seems that consumers presume it to be unimportant, so it is no longer a signifi cant variable in the decision-making process for adopting the use of this technology. However, the providers of these services should by all means strive to keep them user friendly and simple to use. In a marketing sense, mobile payment technology can no longer be a source of competitive advantage; instead, it is a prerequisite of competitive parity. The same can probably be assumed for the perceived security variable, as well. However, it most likely depends on the level of confi dence consumers have in legal institutions to protect them in case of malpractice. Therefore, it would be useful in the future research to further investigate the dimensions of perceived security and the presumed diff erences in diff erent countries.
The determined infl uence of perceived compatibility and perceived usefulness points to the conclusion that it would be benefi cial for the marketers of mobile payment services to educate consumers about how this technology can complement their busy lifestyle. There is a prevailing overall trend of constant perceived
DISCUSSION AND IMPLICATIONS
This study identifi ed the key factors of the acceptance of mobile payment services by using a research model based on TAM. Perceived ease of use, perceived usefulness, subjective norm, perceived security, and perceived compatibility were used to examine each consumer's attitude towards mobile payment services and their intention to adopt mobile payment services. In addition, the goal of this research was to understand the consumers' preferences and to identify their requirements for the use of mobile payment services. The measurement instrument used for the study was an adapted questionnaire, based on a 5-point Likert scale. The results indicate that perceived usefulness, perceived compatibility, and subjective norm are the most infl uential variables in determining consumer attitude towards mobile payment services, while ease of use and perceived security were found to be insignifi cant. Hence, we can say that perceived ease of use does not aff ect consumer attitude towards mobile payment services. This result is congruent with the results of research on mobile banking done by Shanmugam and others (2014) , who also found perceived ease of use to have no impact on consumer attitudes towards mobile banking.
lack of time, and Internet-based technologies, especially mobile payment services, are the right answer to the challenges of modern life for a growing number of consumers. Also, the infl uence of subjective norm points to the benefi ts of informing consumers about the growing number of mobile payment service users while also identifying opinion leaders in order to benefi t from their infl uence on consumers.
LIMITATIONS AND RECOMMENDATIONS FOR FUTURE RESEARCH
This study is restricted to a sample in Karachi, Pakistan. In order to get more holistic results, the study could be done nationwide; it could be fruitful to assess the attitudes of consumers towards mobile payment services in other countries, as well. A cross-cultural study would also be benefi cial for getting more generalizable results of consumer behavior towards mobile payment services. Another point worth mentioning is that the sample used represents mostly young and educated people, and they are typical users of technology. That kind of sample could have important implications for the study results. The reason is that the study examined consumer conduct with respect to the implementation of mobile payment services, and users who are able to use the mobile applications were selected as respondents. Future research could also strive to investigate the attitudes of mobile applications non-users to discover the specifi c infl uences on their behavior.
As mentioned earlier, in future research, it would be benefi cial to further investigate the dimensions of perceived security because it probably depends on the level of trust consumers have in legal institutions. Furthermore, the subjective norm variable could be upgraded by capturing not only what the members of the reference group think (social norms) but also what they actually do (descriptive norms). Some previous research (Ham et al., 2015; Rivis & Sheeran, 2003) confi rms the usefulness of incorporating both social and descriptive norms.
And fi nally, other factors such as individual mobility or the degree to which an individual is involved with mobile technology can also be added to assess the adoption of mobile payment services.
